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Abstract
This article aims to analyse the effects generated by regional events. The article identifies the social and economic effects of mass 
events, which are organized by public institutions. In determining the social and economic effects the methodology of New 
Public Management (NPM) concept was employed. This article presents the results of examination of the effects of special 
events organized in Poland in the Podlaskie region, where on a regional scale, tourism is a complementary segment of the 
economy, and, in the case of several local destinations, plays a dominant role both in employment and income of the population. 
Based on the evaluation of the Socio-cultural Impact, Existance Impact and the Direct expediture of regional events, it can be 
stated that these events have no direct bearing on the development of tourism in the region, in which they are organized. They
contribute to raising the satisfaction connected with staying in the region, and slightly to the growth of the direct expenditure.
© 2015 The Authors. Published by Elsevier Ltd.
Peer-review under responsibility of Kaunas University of Technology, School of Economics and Business.
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Introduction
The growing role of events in tourist offers is the result of the increasing interest in travel related to participation 
in a specific event. Thus, participation in the event becomes one of the main motives for tourist travel to the region. 
Previous studies on the events’ impact analysis suggest that they affect the local economy, society, and the 
sustainable development favourably. The economic effects of the events include an increase in employment 
(Crompton, Lee, & Schuster, 2001), an increase in local taxes (Thrane, 2002). In the social area the events 
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contribute to raising awareness and social activity (Kim & Petrick, 2005), strengthening the local ties (Rao, 2001), 
preservation of the local resources, including intangibles and unique cultural and ethnic heritage, affect the 
implementation of the sustainable development (Prentice & Andersen, 2003; Walker et al., 2013; McKercher, Mei, 
& Tse, 2006). Properly organized, they have a direct impact on creating a positive image of the region (Framke,
2002; Getz, 1997). This explains why the quantity and variety of organized events began to grow rapidly.
A literature review leads to the conclusion that previous studies of events can be classified into five basic 
research trends, i.e., the study of (Kim, Prideaux, & Chon, 2010):
x motivation and goals for the event’s participants arrival;
x residents’ and non-residents’ participation in the events;
x the economic impact of festivals or other similar special events;
x evaluation of the effectiveness of methods used in the economic impact analysis;
x the impact of socio - demographic and cultural factors on the expenses of the events’ participants.
It should be noted that apart from the assessment of the economic impact of the organized events, studies of 
assessment of the socio - cultural (Deery & Jago, 2010; Walker et. al., 2013), environmental (Sherwood, 2007), and 
the altogether economic - social - environmental factors (Andersson & Lundberg, 2013) of the organized events are 
undertaken.
When it comes to analysing the features determining spending, the most often, among others, the socio -
demographic profile, the economic status, and psychological or cultural traits are subject to study (Roo, 2001;
Thrane, 2002). Moreover, the examination of occurrence of the relationship between the quality of the event and the 
loyalty is carried out. The influence of the atmosphere of the event and the experienced positive and negative 
emotions on the event participant’s satisfaction and loyalty (Lee et al., 2007b), the relationships occurring between 
the quality of events and their value and the experienced satisfaction and loyalty (Kim, Prideaux, & Chon, 2010), 
satisfaction with participation in the event, the experienced satisfaction and, consequently, the creation of loyalty 
(Yoon, Lee, & Lee, 2012) were examined.
It has been proven that the quality of the event contributes to the loyalty and willingness to higher spending 
(Baker & Crompton, 2000).
Most of these studies were conducted on the example of special events of international or national range, firmly 
established in the calendar of events. Much less attention was paid to studying the effects of special regional events, 
in particular organized in the tourist areas (Kuusik et al., 2014), which are "emerging" on the tourist market. This 
makes it necessary to undertake studies on the identification of effects of special events with regional range. 
The research problem is the answer to the question: Do Tourist regional events have a positive impact on the 
development of tourism. This article aims to identify the social and economic effects generated by regional events.
This article presents the results of examination of the effects of special events organized in Poland in the 
Podlaskie region, where on a regional scale, tourism is a complementary segment of the economy, and, in the case 
of several local destinations, plays a dominant role both in employment and income of the population. The obtained 
results will help the organizers with identifying the factors influencing the increase of the achieved results.
1. Research methodology
1.1. Research concept
The aim of the study is to analyse the social and economic effects generated by the regional events, which are 
organized by public institutions. In determining the social and economic effects the methodology of New Public 
Management (NPM) concept was employed. The essence of this concept is assessment of the public sector oriented 
not on processes, but on achieving results. It is used for assessment of the implementation of public programs. It 
employs the 3Es principle (economy, efficiency and effectiveness), (Zawicki, 2002). This means that the achieved, 
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identifiable and measurable effects † are the basis of the assessment. For organisers, answering the following 
question is the most important issue: What direct social and economic effects are generated by special events 
organised by them? 
Determining the effect of events on the growth of tourism in the region was the starting point for the analysis of 
social effects. The evaluation was made basing on the measurement of the reason for tourist arrival (in % of the 
studied population), the event’s impact on the extension of tourist stay (% of the studied population) and the average 
number of overnight accommodations for the population declaring extension of the visit. Further analysis 
determined the Socio - Cultural Impact and the value of the event. It was assumed in the study that the Socio -
Cultural Impact was characterised by indicators of satisfaction and loyalty. The social value of the event was 
determined by the coefficient of correlation between the loyalty declaration (L1) and the evaluation of the event’s 
value (S1) as well as satisfaction (Z1) and the evaluation of the value of the event (S1).
The economic effects (Ee) were examined with the use of the expenditure assessment method. The direct 
expediture (De) indicator was calculated for the sum of the direct expenditure of the studied population and (De1)
the sum of the direct expenditure of the population for which participation in the festival was the primary reason for 
a trip to the region. The impact of the event on the economic effects was specified on the basis of the share of 
expenditure of the atendees, for who participation in the festival was the primary reason for a trip to the region in 
comparison to the total value of expenses, according to the formula (1):
Ee = De/De1*100                                                                                      (1)
where: Ee – direct economic effects of the event; De – the amount of direct expenditure, the whole studied 
population (daily expenditure on accommodation, daily expenditure on food in local restaurants, daily expenditure 
on food in retail trade, daily expenses for the local transport, daily expenses during the festival, other daily expenses 
during trips around the region); De1 – the amount of direct expenditure of the studied population, for who 
participation in the festival was the primary reason for a trip to the region.
The assessment of the relationship occurring between the existence impact and the average direct expediture was 
the final stage of the study. The dependencies between data sets were calculated using the statistical method 
incorporating Pearson’s correlation coefficient. The existing relationship or lack thereof was determined on the basis 
of correlation coefficient significance test assuming the significance level of 0.05. The lowest significant correlation 
coefficient represented the minimum threshold of determining the dependence scale of the phenomenon, according 
to the criteria (Table 1):
Table 1. Classification of interdependence of the compared phenomena.
No. max min
1 Very strong relationship 1 0,81
2 Strong relationship 0,80 0,61
3 Moderate dependence 0,60 0,31
4 Weak relationship 0,30 below the materiality threshold
5 Irrelevant dependence below the materiality threshold
1.2. The structure of the respondents 
The data used in the study was collected with the use of the questionnaire PAPI face to face method. The study 
was conducted by the trained interviewers, students of the Bialystok University of Technology, the Department of 
†Both in the methodology of the New Public Management and the projects’ evaluation research the concept of project results is employed. In 
this study, due to the main purpose of the study formulated by the Ordering Party, the Contractor continues with the concept of effects and treats 
them as synonymous with the term "results". 
1023 Eugenia Panfi luk /  Procedia - Social and Behavioral Sciences  213 ( 2015 )  1020 – 1027 
Tourism Economy of Management Faculty in 2013 during special events. Three massive non-commercial regional 
events organised by the non - profit organizations in Poland in the Podlaskie voivodeship were examined. The 
examined events took place in June, July and September.
Participants of a special event "3á\ZDQLHQDE\OHF]\P- cRPDSá\ZDüQLHXWRQLH" (What swims will not drown)
i.e., Polish championship in swimming on virtually anything organised for 16 years by the Municipality of 
Augustow, were subject to examination. According to the organisers, it has a national scope of impact. Another 
special event, which was analysed was "Podlaska Oktawa Kultur" (Podlasie Octave of Cultures), organized for 7 
years in Bialystok by the Regional Cultural Centre in Bialystok, and "Siabrouskaja Biesieda" organised for 12 years 
by the Municipal Cultural Center in Gródek and the event "Rock na Bagnie" (Rock in the swamp) held for 5 years at 
the request of the Municipal Office of Zawady All of the examined events are one of at least a few events that are 
permanently in the calendar of cultural events during the summer season of these centers. A total of 471 participants 
of the events, whose statistical profiles for age, place of residence, professional activity and material prosperity are 
similar, were examined. A detailed analysis of the participants of the events with regard to the offer indicates that 
the event "Rock na Bagnie" directs its offer to just the one segment of tourism, the fans of rock music, the offers of 
other tourist events are directed to various tourist segments.
2. Results of the study
2.1. The influence of events on the increase in the number of tourists in the region
Analysis of the reasons for tourist travel to the region indicates that the organised events had a diverse impact on 
tourist arrivals to the region. The biggest impact on arrivals (45%) had the festival "Rock na Bagnie", "3á\ZDQLHQD
byle czym" (31%) and "Siabrouskaja Biesieda" (23.8%), while the smallest (5.17%) "Podlaska Oktawa Kultur". The 
organised events also had a diverse effect on the extension of a tourist stay in the region. The biggest influence 
(32%) had the "Rock na Bagnie" festival, while the smallest (5.98%) "Podlaska Oktawa Kultur". The organized 
events had the effect of prolonging the tourist stay by an average of one night, regardless of the type of event.
Examination of the structure of the level of satisfaction felt by festival participants indicates that organised 
regional events have a positive impact on their participants. It is indicated by the structure of the level of satisfaction 
experienced by the respondents. More than 80% of the respondents declared satisfaction and strong satisfaction. 
Variations occur in the case of two of the analysed events "Rock na Bagnie" and " Siabrouskaja Biesieda", where 
the structure of definately satisfied respondents is dominant in relation to the satisfied respondents in comparison to 
other events, while in the case of event "Podlaska Oktawa Kultur" the structure includes a higher proportion of 
"Rock na Bagnie" and " Siabrouskaja Biesieda" and rather dissatisfied participants in comparison to other events. 
The primary objective of the participation of respondents in the tourist event was spending time in the company of 
friends and acquaintances (on average 73%). The complementary goal of participating in the event for 53% of the 
respondents was the desire to explore the event and for 30% of respondents it was the artistic value of the event. The 
vast majority of participants of the event "Rock na Bagnie" (43%) in contrast the participants of other events 
declared the artistic value of the event as the complementary goal.
A slightly lower level was observed in the case of the study of the structure of the declaration of loyalty 
concerning subsequent participation in the festival. In the case of events "Rock na Bagnie" and " Siabrouskaja 
Biesieda" loyalty behaviours are dominant, respectively 85.71% and 84.65% of the respondents declare their 
willingness to participate in the event again. However, in the case of participants of an event "Plywanie na byle 
czym" the number of the undecided is increasing, while in the case of event "Podlaska Oktawa Kultur"), the number 
of respondents declaring their willingness to participate again in comparison with the number of people who will not 
take part in the event again is equal (38%). In conclusion, it should be noted that not all regional events are 
influenced by loyalty behaviour.
The analysis of correlation between satisfaction and loyalty indicates that these indicators are dependent on each 
RWKHU WRDYHU\ ORZH[WHQW IRU WKHHYHQWV3á\ZDQLHQDE\OHF]\PDQG3RGODVND2NWDZD.XOWXUDQG WRD ODUJH
extent for the events "Rock na Bagnie" and " Siabrouskaja Biesieda". The study of the Existence Impact with the use 
of the valuation method indicates that the events in terms of average value of the participants are at a low level. 
Their value was estimated between USD 4.71 and USD 5.57. The value of the event "Rock na Bagnie" was 
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estimated slightly higher, at the level of USD 9.97. The study also showed that the valuation of the event was not 
affected by the perceived satisfaction or the declaration of loyalty.
2.2. Identification of the economic effects of events
Analysis of the expenses of the participants of the event indicates that the average spending per participant of the 
examined the events amounts to $ 34.99 and belong to the range from $ 41.5 to $ 19.11. Analysis of the 
expenditures of participants of the events, for whom the main motive for traveling to the region was the participation 
in the event indicates that their average expenditure amounts to $ 26.33 and falls within the range of $ 38.37 to $ 
10.47 per person. On average, regional events generate 18.57% of the tourists’ direct expenditure during the 
organization of the event.
An analysis of the direct expenses incurred by the participants of a special event shows that the average direct 
costs attributable to 1 participant of the event are higher than the average direct costs attributable to 1 participant of 
the event, for whom the main motive for a tourist trip was the participation in the event (Table 2 Pos. 2 and 5). On 
average, they are higher per person by about $ 10. The results are varied, the highest expenditures are generated by 
the events (I4) and (I1), from 35.02% to 21.24%, and the smallest by the event (I2). 
Table 2. Direct expenditure of event participants.
No. EVENTS
(I1r)1 (I2r)1 (I3r)3 (I4r)4
1 The number of the population studied 132 116 126 202
2 (R0) average expenditure of event participant in USD 35,66 41,52 19,11 40,71
3 sum of direct expenditure in the region (R0) in USD 4707,717 4816,463 2407,717 8223,103
4 Number of the studied population, for whom the main motive of 
the trip was the participation in the event 41 6 30 91
5 (R01) average expenditure per participant of the event, whose 
main motive for the trip was the participation in the event 24,39 38,37 10,47 31,65
6 (R01) sum of direct expenditure in the region of USD 1000,05 230,23 314,15 2879,74
7 % direct expenditure growth in the region as a result of the 
organisation of the event 21,24 4,78 13,05 35,02
The analysis of the social effects of satisfaction, loyalty attitudes and economic effects specified by the average 
direct expenditure of event participants, showed no dependence. Thus, the perceived social effects do not affect the 
growth of the expenditure. In the case of event "3á\ZDQLHQDbyle czym", a negative relationship was observed, i.e., 
the attitude of loyalty is associated with a weak drop in the expenditure. No relationship between the assessment of 
the value of the event and the expenses was observed. Starting with the Introduction. Sub-section headings should 
be in capital and lower-case italic letters, numbered 1.1, 1.2, etc., and left justified, with second and subsequent lines 
indented. All headings should have a minimum of three text lines after them before a page or column break. Ensure 
the text area is not blank except for the last page.
3. Discussion
The empirical analysis has provided evidence supporting the fact that non-commercial regional events organized 
by public institutions have the capacity to generate tourist arrivals, including successive tourist arrivals to the region. 
This means that the events have a positive impact on the development of tourism in the region. Similar results were
also achieved by (e.g. Kuusik et al., 2014; Szpilko, Nowosielska, & Olechno, 2014). The ability to generate arrivals 
to the region can be determined on average at the level of 33% for recurring events. 
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Not all tourist events equally affect tourist arrivals, and thereby the attitudes of loyalty. Higher impact on the 
attitudes of loyalty is exerted by an event whose offer is directed to meet the needs associated with the realisation of 
specific interests (rock festival), than the events whose offer is addressed to a number of tourist segments (on 
average from 10 to 25%) and directly is not related to addressing the needs of visitors. The probability of the return 
in the case of special events, aimed at realization of interest is on average 45%, whereas for other events the 
probability of return is from 31% to 5.98%. Similar results were obtained by (Mitchell, Hall, & McIntosh, 2000), 
who point out that the realization of interests related to the observation of the production, tasting and purchasing 
wine gave rise to wine tourism. Moreover, in their study of jazz festivals (Salek & Ryan, 1993; Lee, Yoon, & Lee, 
2007) indicated that the program of the event was the most important factor in attracting tourists to the region. In the 
case of events directed to several groups of customers the attitudes of loyalty are determined by the number of 
cycles of events taking place over the years. Events lasting more than 10-16 years generate higher arrivals 
3á\ZDQLHQDE\Oe czym", "Siabrouskaja Biesieda") than events taking place for under 7 years ("Podlaska Oktawa 
Kultur"). Research carried out by (Kuusik et al., 2014), confirms that the attitudes of loyalty depend on the type and 
duration of the event. It can therefore be concluded that the attitudes of loyalty are influenced by two factors: 
homogenous offer aimed at satisfying the interests of tourists and the number of cycles of events held - longer 
history an event has, the higher the attitudes of loyalty are generated. 
Regional events have an impact on the extension of tourist stays - such conclusions are confirmed by the research 
(Framke, 2002). In the case of regional events, the extension of tourist stays occurred by an average of one night. 
Significant differences should be noted between the number of people declaring the extension of stay in the region 
by an average one night and the type of event. Extending the tourist stay in the case of specialist events was declared 
by 32% of respondents, while in case of other events by 10.2% to 5.98%, thus confirming the strong impact of 
specialized events on the development of tourism in the region. 
Since an event is primarily related to the tourist offer and the search for positive experiences (Getz, 2008) it can 
be concluded that regional events fulfil their function. It was found that they have a positive effect on the 
satisfaction of the participants (on average 73%). They constitute an attractive way of spending leisure time with 
friends and affect the interest in the tourist offer of the region for more than half of the participants. In addition, they 
positively influence the image of the region (Lee, Yoon, & Lee, 2007; Szpilko, Nowosielska, & Olechno, 2014). 
The analysis of relationships between the attitudes of loyalty and satisfaction indicates the existence of statistical 
dependence between the analysed traits. In the case of two events, among which more than 50% of participants 
declared firm attitudes of loyalty and more than 60% declared definitive satisfaction with the participation in the 
event, we found a strong statistical relationship between the analysed variables. In the case of the next two events, 
where approximately 45% of respondents were definitely satisfied with their participation in the event, and about 
20% of respondents declared unequivocal (definite) and ambiguous (rather definite) attitudes of loyalty there is a 
weak statistical relationship. It can therefore be assumed that in the case of two last events there occurred factors 
lowering the level of satisfaction and thereby the number of declarations of loyalty. The study confirmed the 
conclusions reached by (Kim, Prideaux, & Chon, 2010; Yoon, Lee, & Lee, 2012) concerning the existence of a 
relationship between the perceived satisfaction and loyalty behaviours in the case of international events. On the 
basis of these research results it can be concluded that the relationship between satisfaction and loyalty attitudes is 
independent of the rank of an event. 
The monetary value of regional events is varied, the highest value is attributed to events addressed to the tourist 
segment with uniform interests ($ 9.97 per participant) and is higher by an average of 50% than the monetary 
valuation of events aimed at a wide audience. It should be noted that the events aimed at satisfying the needs related 
to interests achieve a higher monetary value. No relationship was confirmed between the prevalence of a statistical 
relationship between the financial valuation of the value of an event, loyalty behaviours and satisfaction, as 
indicated by the results of other researchers, among others (Baker & Crompton, 2000).
An empirical analysis of the economic effects of direct expenditure of specific amounts indicates that regional 
events contribute to revenue growth of local providers of services related to tourists. Only 13% of respondents do 
not bear any expenditures during their stay in the region. The highest revenues in the course of events are generated 
by grocery trade services (an average of $ 8.7 per person) accommodation services ($ 6.5 per person) and the 
services provided during an event (an average of $ 6.01 per person). Due to the lack of data on the total number of 
participants of the examined events it is impossible to estimate the total direct financial revenues generated by 
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events. For the studied population they amount to USD 20155. These are one-time revenues related to the 
organization of the event. No statistical relationships were found between the size of expenditure and satisfaction or 
between the amount of expenditure and declarations of loyalty. Also, no statistical relationship was observed 
between the assessment of the quality of the events expressed in their monetary value and the amount of spending. 
In summary, it is concluded that non-commercial regional events generate social effects and economic effects. 
The most significant social effects with a long-term impact include their impact on tourist arrivals and attitudes of 
loyalty, increased interest in the tourist offer of the region, providing attractive leisure activities, influencing the 
satisfaction of visitors to the region. In addition, it can be said that they have a positive impact on the creation of a 
positive image of a tourist destination in the minds of satisfied participants of the events. Loyalty behaviours depend 
on the type of an event and the number of cycles of its occurrence. Effects with a short-term impact include the 
economic effects related to the one-off increase in revenues of service providers and one-time arrival of tourists to 
the region in the course of an event.
Conclusion
The analysis of the effects of special events of regional nature, particularly organised in the so-called "emerging"
tourist areas of the tourism market, allows to draw the theoretical applications:
Analysis of the special effects of regional events, particularly organized in the so-called tourist areas "emerging" 
on the tourism market allows us to formulate the theoretical main applications:
1. mass, non-commercial regional events organized by public entities affect tourist arrivals and have an 
impact on loyalty behaviours, they help to extend the length of tourist stays in the region, by an average of one 
night. Higher long-term effects for tourism development in the region are achieved by specialized events whose 
offers are aimed at satisfying the needs of tourists related to their interests;
2. events are a tool for creating positive emotions associated with the image of the region, they belong to the 
tourist attractions of the region;
3. it was found that regionl events as well as the events with a wider range of influence have an impact on the 
satisfaction of the participants of an event, and the satisfaction affects the attitudes of loyalty. the value of regional 
events is relatively low (on average $ 6 per one respondent), it is not affected by satisfaction or loyalty;
4. short-term effects include the economic effects: regional events produce 18.57% of direct expenditure of 
tourists during the organization of the event, spending is not affected by social factors such as satisfaction, loyalty 
and the value of the event.
The relationship between the type of events and the attitude of loyalty, and between satisfaction and the attitude 
of loyalty has been confirmed. The relationship between the attitude of loyalty and the willingness to incur higher 
expenses has not been confirmed. 
Based on the evaluation of the socio-cultural Impact and existence-impact of regional events it can be said that 
the events have a direct impact on the development of tourism in the areas in which they are organized, albeit to a 
small extent. They contribute to the satisfaction with staying in the region and slightly, as a result of direct 
expenditure, to the revenue growth in the region. 
The obtained results allow us to formulate practical implications for the management system. Regional events 
can be an important tool in creating a positive image of a tourist destination. An important factor in the 
determination of the amount of expenditures for the organization of events is the analysis of the impact of an event 
on the satisfaction of the needs of visitors. From the point of view of influence on the development of tourism, 
special events should be preferred, aimed at the realisation of the interests of homogeneous groups of tourists, or 
recurring long-term events listed in the calendar of tourist events. 
Effective event management requires systematic monitoring of the needs of the visiting tourists, analysis of their 
interests and of the status of their satisfaction and loyalty attitudes.
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